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The Framework

An effective Data Warehouse and Business Intelligence solution
meets the business needs of multiple constituents

. Corporate 1
Strate_glc Performance / \
Planning Management
REPORT - What happened?
ANALYZE - Why did it happen?
Tactical Domain PREDICT — What will happen?
aCt'ca_ Performance \_
Analysis Management I
Analytical System
_ Transactional System
. Operational =
Operational Performance [ MONITOR — What just happened?}
Decisions Measurement ¥

Summarized Detailed

Data Granularity
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The Information Refinery

A effective Data Warehouse and Business Intelligence solution
requires that all the components “shake hands”

Business Executives LOB - 1 Operational Customers
Users Managers Managers Managers

Enterprise Portal

+ OLAP . Dashboard / Scorecard
Bl * Reporting

» Ad Hoc Que HR Finance

* Data Mining Analytics | Analytics | Analytics | Analytics
Data

Bl and BPM Analytical Applications
Storage

OoDS @Data Wareho\® Data Marts
@ Data Integration Platform @
Source -— - - w-—-— @4 $——
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Myth #10 — The Business User Paradigm

Myth - All business users have the same data and delivery needs
Reality - Business user require tailored data and delivery solutions

- Enterprise data
- Consistent GUI

1 | - Industry drivers
] - Enterprise KPIs
Strategic P
Planning - Enterprise and LOB data
- Scenario and simulation
ST I < | - History and forecasts
Managers - Domain specific KPIs
Tactical LOB
Analysis Managers
- Process data
\ - LOB data - Real time
- Drill-down option Operational »~ | - Feedback loops
. - Business trends Manaaers - Operational metrics
Oper_at_lonal _LOB KPIs g
Decisions

Summarized Detailed
Data Granularity
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Myth #9 — The Transactional/Analytical Dichotomy

Myth - Transactional and analytical data are identical
Reality - Transactional and analytical systems are two different animals

Data Profile: Transactional vs. Analytical

Transaction Data Analytic Data

Data Focus Operational Strategic and tactical
‘ Data Strategy Collect and input data Extract and analyze data
‘ Data Granularity Detailed only Detailed, summarized and derived
- Data Type Current Historical
- Data Currency Continuously updated Periodic snapshots

Integration Level Source-specific Integrated

System Focus Application-oriented Subject-oriented

Size of Result Set Small - transactions Large - snapshots

Data Model Designed for updates Designed for queries
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Myth #9 — The Transactional/Analytical Dichotomy

Myth - Transactional and analytical data are identical

Reality - Transactional and analytical systems are two different animals

Analytical

- Propensity to Buy

- Satisfaction

- Lifetime Value - Propensity to Churn
- Profitability - Loyalty
- Cross-Sell Strategies - Market Basket Analysis

- Target Marketing
- Campaign Effectiveness

- Life Cycle Sequence
- New Product Projections

Focus
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- Sales Planning
- Sales Force Profiling
- Channel Analysis

- Click Stream Analysis
- Product Preference
- Sales Force Allocation

Production

- On Time Delivery
- Supply Chain Analysis
- Leadtime Analysis

- Quality Root Cause Analysis
- Capacity Analysis
- Inventory Turns

—

- Risk Management
- Forecasting
- Retention

- Profitability
- Scorecard Analysis
- Fraud Detection




Myth #8 — The ETL Challenge

Myth - Getting data into the Data Warehouse is a “slam dunk”
Reality - Getting data into the Data Warehouse is the “money pit”

The ETL Process is Complex

N —

Data Data Movement Data

Access and Conversion Consolidation

Data
Quality
Management

Data Mapping Data
and Transformation Cleansing
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Myth #7 — The Data Mirage

Myth - Data always arrives in pristine condition
Reality - Data is only as good as your data cleansing process

Knowledge
Bui|ding Data Data Data Bl and BPM
% Sources Integration Warehouse ~~ Analytics Dashboard
Process

Cost Of
Poor
Quality
Data

/

Impa.c? on Inefficient Sub-optimized Wrong
Decision ‘ Operational Tactical Strategic
Making Decisions Decisions Decisions
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Myth #7 — The Data Mirage

Myth - Data always arrives in pristine condition
Reality - Data is only as good as your data cleansing process

The Data Quality Process Is Comprehensive

BN — iR — T —
HE — BEEE — IEfN — —
BN — BEE — EEE —

Auditing Parsing Matching Consolidation
Profiling Standardization Householding

- Demographics

- Geographic

- Behavioral + D
- Psychographics

Verification Enrichment

Quality

Data
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Myth #4 — The Data Management Conundrum

Myth - Managing data is only about moving data around
Reality - Managing data is also about data dictionaries, business rules, etc.

Metadata is the Nerve Center for Data Varehousing

s A . s A
Source Kinds of Metadata By
—l —
Systems Tool
T e \
. h * Business definitions * Physical locations ( .
Extraction Reporting
— * Data structure * Data formats and types —
Tool * Data hierarchy * File structures Tool
» Aggregation rules * Table structures
] * Metric definitions * DB index schemes
Cleansing —_— * Business rules e Data models e OLAP
Tool Tool
J . . -
| Process [l Application
Transformation . » Origins of data « Data access ) Data
Tool « Date of capture « Data usage Mining
* Frequency of capture * User Profile \
~N * History of extracts * Access mode
Data Load « Data cleansing rules * Tool usage Business
Function * Transformation rules * Connectivity data Applications
- J - J
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Myth #| — The Business Intelligence Morph

Myth - Business Intelligence is still just Business Intelligence
Reality - Bl provides the engine for Business Performance Management

Empower and reward Plan and measure
people for doing the the right things that

right things well N ' deliver value

Metrics

Aligns and manages

- strategy throughout
enterprise

Exploit technology to

communicate and ‘

track strategy

Process

Leverage quality and Link processes to
complete data to plan to support
make right decisions strategy
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Myth #| — The Business Intelligence Morph

Environmental Scan

» Market opportunities

Business Needs « Competition Business Planning
» Shareholder/BOD * Regulatory compliance * Review strategy
» Customer » SWOT analysis » Forecasting
. Emplc_)yee . Understand . Slmulat_lon/optlr_mzatlon
e » Supplier Build to Marketplace + Scenario planning e
\Ne:ad
Strategic Mapping Assess Iénhance Strategic Feedback
trate
+ Clarify vision/goals 9y » Reprioritize initiatives
 Gain consensus Align Track + Act on improvements
» Strategy > Objectives Strategy Metrics * Resolve measurements
* Objectives > CSFs s Strategize Collaborate <4———— | * Balance resources
* CSFs > KPIs Vision » Quantify savings
&
Metrics Development I\(jr(ia.lte Strategy ImpFI)e_;Irr][ent System Development
etrics ilo
» Translate strategic —_— Metricize Execute <«—— | * Prototype rollout
CSFs/KPIs into business + Data integration

and functional metrics
« Create definitions
» Set targets and controls

/ Technicize

Prioritize
. . Select
Metrics Selection i
Metrics T Technology
¢ Rank metrics
+ Select final CSFs e Technology Analysis
and KPIs
- Define detail KPIs * Browser-based

* Build vs. buy
» Best of breed vs.
integrated solution

+ Data quality/metadata
* Integrate with Bl systems
Develop + System performance

WShboard E

0 Dashboardization

* Understand user needs
» Categorize metrics

* Design layout

« Identify/collect data

» Create hyperlinks
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Myth #| — The Business Intelligence Morph

Myth - Business Intelligence is still just Business Intelligence
Reality - Bl provides the engine for Business Performance Management

Business Executives LOB Functional Operational Customers
Users Managers Managers Managers

P OLAR Business
Bl * Reporting Perf
L]l Ad Hoc Quer'€s SCM HR reee errormance
L@ - Data Mining Analytics | Analytics | Analytics Management
©
o
>8 Bl and BPM Analytical Abpications
+
e — - p——
orage SO>S
Storage E Data Warehouse Data Marts
c
§ Data Integration Platform (ETL)
Source —_—— ——_— ——— ——_— ——_— —
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Not a Myth — Performance Views

MULTIPLE COMPARATIVES - actual performance TIME DYNAMIC - view
0 vs. an unlimited number of baselines: targets, e change as you scroll back
\ budget, benchmark, stretch targets and forth in time

|:|I|:|\l'iew: An Tverall Yiew of Performance i ] |
Series

IActuaI wa, Target j ITotaI Company

Top location Periodd

j IﬂISep 2003 N _p|

N\

Financial v \

P ©)
ORGANIZATION
FLEXIBLE - view
change as you scroll

up and down
company levels

Consumers W

Inclex 103.1%

Consumer W
Contacts
Incles:

97 5%

/
| Location I Actual | Target I Ir\ax Wieight I Cryvner I Wickth |
1
COLOR DIRECTED - allows you to FRAMEWORK INDEPENDENT - use any Framework:
focus on the areas that need attention Balanced Scorecard, Six Sigma or own unique strategic themes
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Not a Myth — Briefing Page

Company Measure Page - shows profile of Key Performance Indicator

summary
DESCRIPTION a
f \ w Description
0 Key Thiz measures the average number of
Performance complaints received from consumers
Indicator concerning the gualty or availabilty of our
products.
normalized Index Chart
INDEX e This “ear by Manth
: =~ ~y 110
built from

103

& 100
93

a0

weighted data

Jan 2002 Mar 2002 May 2002 Jul 2002 Sep 2002
DATA
. Data Chart B Show 5
filtered ~  This Year by orth
to eliminate T~y 150 ad
anomalies 5
.E 140 ® o o—on o l
.
selected Z 430 \
[ululs|

TIME HORIZON
for analysis is

= |5n 2002 hiar 2002 My 2002

Commentary
Sep 2002
Perfarmance cantinues it's declinell The US is
zetting a goal to be &t or below our customer
complairt target, by end of next quarter, by
implemernting zame of the procedures used in
the Canadian office, which have proven to be
effective.

b Ect

F =howy as tahle

Moy 2002

Jul 2002 Sep 2002 Mow 2002

-0

~0

variable
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latest
STATUS
captures
recent
progress

focused
TARGET
provides
measurable
goal

historic
BASELINE
anchors
perspective

directional
POLARITY
INDICATOR
provides
compass



Not a Myth — Company Briefing Books

Company Briefing Book - shows company-level Sales/Marketing measures

colored alternative
selected BEACONS 0 VIEWS
METRICS 0 for trends selection
(KPls)
for tracking
| 2 Product Returns (Total Company)
ASUres k Refresh §Edit © | 3 Edit measure p Cpen Link lly E
SalesMarketing Section - | 2 Description Commentary I+ Edit W E
, ProductReturns  Total Company The level of _
product returns Sep 2002 b E
color guided VAIei S & P Gotion | TOt Company ) v €19 indcles the alty of our - VWeve besnabelofeey | 1 g
cascading (@) S R v | | o0ucts o how wel we - product retums low, et
TRAI LS 3 help our customers manage  keep up the good wark! g
Selling Overhead Total Company | their inventory. Returns add E
Marketing Overhead Total Company ¥ . | e Index Chart - Showy as table
¥ Sales Total Company ¥ oo Ui ‘:‘gzr AL <
¥ Suppliers Total Company ¥ | # 100
| . 50
Jan 2002 Apr 2002 Jul 2002 Oct 2002
links Links bNew b Edit ¢ ko " o ) E
| Data Chart b Show s table |
to related e 3] sales Tracker 3 This Year by Month
RESEARCH gﬁ] Achvertizing Age | | = 12'333 ;l:j
. =2 1
websites | = ood
Reports b Mew pEdt 1] Jan 2002 May 2002 Sep 2002
Zales by location (Pie Chart) | 5 I Display period only data
|inkS Title Contents | SalesMrieting § Customer | Financial A
to support 0
ANALYSIS focus by e /
STRATEGIC THEME
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% Published articles on “Performance Management
Dashboards, KPIs and Six Sigma”

(from monthly column “Power of Metrics” in DM Review)
www.dmreview.com

< Attend DCI Business Intelligence and Data Warehousing
Conference

Presentation: “‘Six Sigma and Performance Management:
Mixed Methods and Metrics for Streamlining
Dashboard Development”

% Contact me at:  kent.bauer@TPGPractice.com or
(914) 584-7878
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Speaker Bio

Present — Partner and Managing Director, Performance Management Practice at
The Performance Group, a firm that provides performance management
process management and Bl consulting services

— Focus on BPM, data warehousing and Bl implementations
— Monthly column “Power of Metrics” in DM Review
— Frequent panelist and speaker at CRM, BPM and DW Conferences

Background - Extensive experience at Fortune 500 companies such as AXA Financial,
Citicorp, Avon Products and Kraft Foods
— Track record in implementing BPM, CRM, data mining, database
marketing, decision support and analytic applications
— Pioneer in syndicated data analysis and CRM applications
— Data Mining implementation awarded SAS Customer of Year (2003)

Education  — Bachelor degree in Mechanical Engineering from City College
of New York
— MBA in Statistics from New York University Graduate School of Business

Contact — E-mail: kent.bauer@TPGPractice.com
— Cell: (914) 584-7878
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The Top Ten Myths

Myth #10 - The Business User Paradigm

Myth #9 - The Transactional/Analytical Dichotomy
Myth #8 - The ETL Challenge

Myth #7 - The Data Mirage

Myth #6 - The Data Storage Dilemma

Myth #5 - The Population Issue

Myth #4 - The Data Management Conundrum
Myth #3 - The Snapshot Curse

Myth #2 - The Analytics Myopia

L X X < X X X X X

Myth #1- The Bl Morph
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